The growth in the number and variety of boutique hotels in tourist destinations has stimulated a wide range of research studies. Nevertheless, within Malaysia, the area remains under studied. In 2008, George Town, a popular heritage destination in Malaysia, was listed as a UNESCO world heritage site, and since then the number of boutique hotels and tourist arrivals have steadily grown. But, to date, there has been no investigation of the determinants of tourists' revisit intention to boutique hotels. Such a study is timely and needed. Based on the theory of planned behaviour (TPB) as its theoretical foundation, this study investigates the determinants of customers' revisit intention for boutique hotels. The findings from 78 completed questionnaires indicate that attitude, subjective norm and customer satisfaction influence customers' revisit intention. Surprisingly, the effect of perceived behavioural control and overall image upon customer revisit intention was not significant.
Introduction
Ever since the city of George Town in Penang was awarded UNESCO World Heritage status in 2008, tourist arrivals have risen sharply. In 2013, passenger traffic through Penang airport increased 15.1%, according to Malaysia Airports Holdings Berhad (2013) , with international and domestic arrivals reaching 1.2 million and 1.5 million respectively. Furthermore, in 2014 occupancy rate forecast for boutique heritage hotels in George Town is over 80%, with 70% of the guests visiting from overseas (The Star Property Online, 2014) . With the large influx of tourists to Penang and the increasing occupancy rate at boutique heritage hotels, investigating the determinants of customers' revisit intentions is timely and needed. Boutique hotels are gaining popularity and in number in emerging markets, which has, correspondingly, motivated a rise in the number of studies in this area. For example, Bunchua and Chakpitak (2011) examined the use of marketing information systems in boutique hotels at Chiang Mai, Thailand. They noted that the popularity of boutique hotels contributes to more competition with the conventional hotels in Chiang Mai, creating challenges for the hotel operators. Henderson (2011) also noted the growing popularity of the boutique hotel style with hotel owners, operators and guests in Southeast Asia, especially in heritage areas. Because of its World Heritage status, George Town as the Penang capital is chosen for this research study. Penang, being one of the most visited states in Malaysia, is relevant for this study. George Town, as Penang capital, still retains some of its traditional architecture such as those during the British colonial structures despite experiencing rapid development. With the UNESCO's World Heritage Status obtained in 2008, George Town has witnessed the mushrooming of heritage-house-cum-hotels such as Cheong Fatt Tze Mansion, Yeng Keng hotel, Penaga hotel and so on which are gaining favourable attention from the local and foreigners.
Review of Literature and Hypotheses Development

Boutique Hotels
Given the increase in the number of boutique hotels in recent years, empirical studies of this hotel type have also gained in popularity. Boutique hotels can be referred to as a unique or special type of accommodation, which feature a particular style of décor, modern, minimalist or heritage, and offer additional lifestyle amenities (Victorino et al., 2005) . Besides, according to Mcintosh and Siggs (2005) , categorization of a boutique hotel could also be based on pricing, motivation of the host, tenure of business (i.e. age) and so on. One unique characteristic in boutique hotels is the small number of guestrooms, with a typical boutique hotel being less than 100 rooms (Lim & Endean, 2009) . Aggett (2007) described boutique hotels to be modern in design, with less than 100 rooms available, and offering personalized services and facilities which are high tech. Similarly, a boutique hotel could refer to those which do not belong to any part of large hotel chains and design individually with personalized services (Lim & Endean, 2009) . From the variety of definitions, McIntosh and Siggs (2005) created a framework with five essential dimensions for the boutique hotels. The hotels could have a special character; provide personal attention, homely features, and superb services together with valued added experiences. In a similar vein, Horner and Swarbrooke (2005) also highlighted that a boutique hotel could be small in size with personalized services.
Attitudes and Revisit Intention
Intention, described as "a stated likelihood to engage in a behaviour" (Oliver, 1997, p. 28) , in the context of hotels, was conceptualised by Lee et al. (2010) as the degree a person plans, or attempt to stay at a boutique hotel when travelling. Sparks (2007) , on the other hand, conceptualized intention to visit as the degree to which a person values the experience, has a positive attitude towards the experience, expects family and friends to approve, and if he or she has sufficient resources to undertake the revisit.
One of the key determinants of behavioural intention is attitude. Based on the theory of planned behavior (TPB), Ajzen (1991, p. 188 ) defined attitude as "the degree to which a person has a favorable or unfavorable evaluation or appraisal of the behavior in question". In this paper, the author argued that customers' positive attitude strengthens their revisit intention. This assumption is based on a large body of supporting. For example, an increase in favourable attitude among the hotel customers contributes to an increase in the likelihood of revisiting a hotel was argued by Han and Kim (2010) . Previous empirical findings from Ekinci et al. (2008) also found that consumers' overall attitudes positively affect intention to return to a restaurant or hotel. In terms of green hotels, the important of attitude as a determinant of behavioural intention is well recognized. For instance, Kim and Han (2010) found that attitude has a positive and significant relationship on intention to pay conventional hotel prices at a green hotel. supported that attitude positively affects customers' intention to visit a green hotel. In addition, individuals' attitude toward revisiting a destination also significantly affects revisit intention (Huang & Hsu, 2009 ). Lwin and Phau (2013) , in determining effective advertising appeals for website of small boutique hotels, found that attitudes towards small boutique hotels have a stronger positive relationship with purchase intention for web sites using emotional appeals in comparison with rational appeals. From these existing findings, the following hypothesis was formed: H1: Attitude is positively and significantly influences on revisit intention.
Subjective Norm and Revisit Intention
Subjective norm, another determinant influencing customer revisit intention, is defined as "the perceived social pressure to perform or not to perform the behavior" (Ajzen, 1991, p. 188) . It describes the probability of whether significant others (such as families and colleagues) would approve or disapprove their behaviour . Subjective norm is also positively and significantly associated with the intention to revisit green hotels noted Han and Kim (2010) , who also suggested that subjective norm has the greatest direct effect on intention to revisit compared with attitude and perceived behavioural control, has a positive impact on intention to pay conventional hotel prices and visit intention . From the literature, this study postulated:
H2: Subjective norm is positively and significantly influences on revisit intention.
Perceived Behavioural Control and Revisit Intention
Ajzen (1991, p. 122) described perceived behavioural control as "the perceived ease or difficulty of performing the behavior". In this study, it refers to a situation when a customer's ability to carry out certain behaviours is limited because of scarce resources, which affects his or her revisit intention. Empirical studies support a positive relationship between perceived behavioural controls with intention to stay at a green hotel (Han et al., www.ccsenet.org/ass Asian Social Science Vol. 11, No. 4; 2015 2010), confirmed that perceived behavioural control positively influences intention to pay conventional hotel prices at green hotels , and that perceived behavioural control has a positive and significant relationship with intention to revisit a green hotel . A similar study by also revealed that perceived behavioural control has a positive and significant influence on intention to stay at a green hotel. Consequently, perceived behavioural control forms the basis of a hypothesis:
H3: Perceived behavioural control is positively and significantly influences on revisit intention.
Overall Image and Revisit Intention
Overall image refers to a customer's overall perception towards a type of hotel, shaped and formed by various information sources together with prior knowledge of the hotel and its attributes (Han et al., 2009; . The concept of corporate image is already widely studied and discussed (Han et al., 2009) , and Lee et al., (2010) also noted that image is an important consideration in tourism and hospitality research. Existing empirical evidence posits that overall image of a hotel contributes to a more favourable behavioural intention (i.e. revisit intention) Han et al., 2009; Lee et al., 2010) . Overall, the existing literature suggests a positive effect of overall image with revisit intention, and from this the following hypothesis is presented:
H4: Overall image is positively and significantly influences on revisit intention.
Customer Satisfaction and Revisit Intention
A number of tourism and hospitality studies have documented the influenced of customer satisfaction upon behavioural intention. For example, Su and Hsu's (2013) study of heritage tourism showed that tourists' satisfaction influences revisit intention among Chinese tourists. Likewise, Ekinci et al. (2008) found that consumer satisfaction had positive effects on intention to return to a restaurant or hotel, as did Clemens et al. (2011) , who confirmed that increased customer satisfaction strengthens the likelihood that a customer would return to a hotel. Moreover, a numerous researchers agree that customer satisfaction is significantly associated with revisit intention (Han & Back, 2007; Han & Ryu, 2007; Ryu & Han, 2010) . For example, in a restaurant setting, Han and Ryu (2007) and Ryu and Han (2010) found empirical support for customer satisfaction as a significant predictor of repeat visit intentions. Additionally, empirical studies by Han and Back (2007) and Han and Kim (2010) confirmed that customer satisfaction had a significant effect on repeat visit intention to hotels. Finally, an empirical study by Huang and Hsu (2009) also found that satisfaction had a positive effect on revisit intention. Based on these existing results, this study hypothesised:
H5: Customer satisfaction is positively and significantly influences on revisit intention.
Research Method
Data Collection
Prior to using questionnaire to collect data, two academic expert and industry practitioner are being interview to comment on the representative and suitability of all the survey questions. Several suggestions are given which leads to some amendments on the structure of the survey questionnaires. The survey was collected between January 2013 and March 2013. Using the drop-off, pick-up method, the researchers visited every boutique hotel to explain the purpose of the survey to the manager and to later collect the responses. This cost effective convenience sampling approach was adopted because of a lack of sampling frames on the total number of tourists visiting boutique hotels in George Town (El-Dief & Font, 2010) . The unit of analysis is the individual customer who stays at a boutique hotel in George Town. Since there is no complete listing of boutique hotels, all 12 boutique hotels listed as located in George Town on the Penang Tourism Website were included. Of the 300 questionnaires distributed to the front office managers of the 12 hotels, only 78 (26%) completed questionnaires were returned. There is an equal distribution between male and female respondents (50%). About 23.1% of the respondents are from Malaysia and 64.1 % among the respondents choosing heritage as the main reason for their stay at boutique hotels. A detailed profile of the respondents is presented in Table 1 .
Testing and analysing the relationships between the research models variables were achieved with smart partial least squares (PLS) software (Ringle et al., 2005) for a number of reasons. First of all, PLS' ability to handle both reflective and formative factors is widely recognised Chin (1998) . Secondly, it offers minimal restriction on the distributional characteristics and sample size (Chin, 1998) . Overall, since this is an exploratory study, PLS is considered a better method (Chin, 2000) . 
Measurement Model
To test the hypotheses, this study used 22 items (see Table 2 ) adapted from previous literature (e.g. Han & Back, 2007; Lee et al., 2010) , modified accordingly to suit the boutique hotel context. Constructs were measured using a 7-point Likert scale, using 1 for strongly disagree and 7 for strongly agree, with the exception of overall image, which used 1 for very negative and 7 for very positive, and attitude, which used a 7-point semantic differential scale. Vol. 11, No. 4; 2015 Confirmatory Factor Analysis (CFA) was used to test the two main criteria for goodness of measures, validity and reliability. Reliability tests how consistently an instrument measures the concept it is intended to measure, and validity tests how well an instrument measures the particular concept it is intended to measure (Sekaran & Bougie, 2010) . Validation and reliability were analysed using Smart PLS 2.0 software (Ringle et al., 2005) .
Construct Validity
Construct validity demonstrates confidence that item measures taken from a sample represent the actual true score in the population (Hair et al., 2013) . As argued by Hair et al. (2013) , outer loadings above 0.50 as significant and the items should retain. Overall results demonstrate loadings for items above 0.50 and cross loadings below 0.50. Hence, in this study, it is argued that construct validity is satisfactory.
Convergent Validity
Convergent validity is the degree to which multiple items measuring the same concept are in agreement. According to Hair et al. (2013) establishing convergent validity is best achieved using the main loadings, composite reliability (CR) and average variance extracted (AVE). Results from this study showed that the loadings for all items exceeded the recommended value, greater than 0.5, composite reliability exceeded the recommended value of 0.7 and the AVE was in the range of 0.591-0.888, which is greater than 0.5 as suggested by Hair et al. (2013) . Therefore, the overall measurement model of this study demonstrated adequate convergent validity.
Reliability Testing
Internal consistency reliability was evaluated using composite reliability values (Hair et al., 2013) . The results of reliability test demonstrated that composite reliability CR values (0.828-0.96) exceeded the recommended value of 0.70 suggested by Hair et al. (2013) . Hence, it can be concluded that the measurements are reliable.
Discriminant Validity
The discriminant validity examines whether items load more strongly on their own constructs in the model. The square root of average variance shared between each construct and its measures should be greater than the variance shared between the construct and other constructs (Fornell & Larcker, 1981; Hair et al., 2013) . Overall results supported that the squared correlations for each construct are less than the square root of average variance extracted by the indicators. Hence, this study demonstrated adequate discriminant validity.
Structural Model and Hypotheses Testing
Next, this study proceeds to test the five hypotheses by employing path analysis, resulting in an R 2 value of 0.458 that indicates that 45.8% of the variance in revisit intention can be explained by attitude, subjective norm, perceived behavioural control, overall image and customer satisfaction (refer to Figure 1) . In order to examine the results of hypotheses testing, bootstrapping with 5000 samples, the minimum suggested by Hair et al. (2013) was used. Results presented in Table 3 (also see Figures 1 and 2) show that attitude (β = 0.362, p < 0.01), subjective norm (β = 0.144, p < 0.05) and customer satisfaction (β = 0.356, p < 0.01) positively and significantly influence tourist revisit intentions to boutique hotels. Hence, H1, H2 and H5 were supported. However, perceived behavioural control and overall image did not have any significant relationship with tourist revisit intentions to boutique hotels; H3 and H4 were not supported. 
Discussion and Conclusion
The findings of this study support previous research by Ekinci et al. (2008) , Han and Kim (2010) and that also suggested attitude has a positive and significant relationship with revisit intention. In this study, attitude has the greatest influence on the proposed relationship (β = 0.362, p < 0.01), which shows that study respondents believe that having a favourable attitude toward a boutique hotel plays a role in their decision making and revisit intention. This implies that a high standard of service delivery is important if hoteliers want customers to enjoy their stay and create favourable attitudes that influence their intention to revisit.
Subjective norm positively and significantly influenced customer revisit intention for boutique hotels in George Town. This result is in line with outcomes from extant empirical studies in the hospitality sector, Han and Kim (2010) and , and confirms that visitors to boutique hotels are significantly influenced by the opinions of people important to them, which affects their intention to revisit.
Past research has extensively examined the relationship between customer satisfaction and revisit intention (e.g. Clemens et al., 2011; Huang & Hsu, 2009; Ryu & Han, 2010) , and the results in this study further confirm that customer satisfaction has a positive and significant relationship on revisit intention. Customers who are satisfied and happy with the service experience provided by a boutique hotel are more likely to associate revisit intention. Hence, these results seem to imply that success of a boutique hotel is inexorably linked to customers' service experience, which is fundamental to customer satisfaction.
Surprisingly, perceived behavioural control is positively but insignificantly related to revisit intention. This finding is inconsistent with previous studies on revisit intention, which found a significant relationship. It also implies that visitors to George Town's boutique hotels perceive that revisiting a hotel has no relationship at all to www.ccsenet.org/ass Asian Social Science Vol. 11, No. 4; 2015 132 whether they have the resources, time and opportunity when travelling.
Another finding that was inconsistent with previous research was overall image, which is positive but insignificant. This shows that even though the overall image of staying at a boutique hotel could be positive and favourable, it was not a significant factor influencing revisit intention. The authors argue that the respondents in this study might be influenced by others factors, such as the reason for their stay. For example, more than 60% of the total respondents in this study cited the heritage experience as the reason for their stay at a boutique hotel. As such, external factors, such as heritage experience, which is associated with the location and its historical buildings, has not been explored in this study.
Limitations
We note several limitations with the current study. With a small sample size and low response rate, the findings may not be generalized to the entire population of customers visiting boutique hotels in Malaysia. Therefore, interpretation and generalization of the findings to all boutique hotels in Malaysia must be done with caution. It is suggested that future studies examining customer revisit intention using larger sample size and different sampling method may complement this study.
Implications
The results of this study highlight significant implications for hoteliers. The research findings provide new insights of customers' perceptions (i.e. attitude), which are important for new product development, market segmentation and effective communication strategies. Moreover, for investors in boutique hotels in George Town, these findings deliver customer profiling insights and their intentions to revisit boutique hotels located in the UNESCO world heritage site, which has experienced tremendous growth since 2008. In addition, studies of revisit intention provide tourism bodies and local authorities valuable market information, which helps them develop George Town and maintain its competitive edge as a popular destination in Malaysia. Moreover, by identifying key determinants that appeal to customers or tourists, this study can contribute to the theme in destination marketing under Visit Malaysia 2014.
